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An importantresearchtopicin advertisingis thestudyof consumeradvertisingperceptions.As shownby
previousresearch,theseperceptionsaffectattitude-toward-advertising-in-generalwhich,ultimately,affects
consumerbrandattitudesandpurchaseintentions.Understandingconsumeradperceptionsis usefulto
advertisingpractitionersin developingand implementingeffectivead campaignsbothnationallyand
internationally.Ourstudyextendspreviousresearcheffortsbycomparingthecognitiveresponses,beliefs,
andattitudesofconsumersregardingadvertisingin twocountrieslocatedin SoutheastAsia. Whileresults
indicatesimilaradvertisingbeliefs(indirection)andfavorableattitudes,differencesin cognitiveresponses
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Whilemoststudiesonadvertisingperceptionshave






(1998) found that Americans enjoy the
advertisementsheyseeandfind advertisingto be
informativeandusefulin theirdecisionmaking.In
contrast,a studyin SaudiArabiaby Safranet at.
(1996) found that some Saudisview television
advertisingasaseriousculturalthreatwhileothers
seeit as benign. Do othercountriessharesuch
disparateviewsaboutadvertising?
With thecollapseof theSovietUnion andthe
relative liberalizationof previouslyclosed
economies(e.g.,China,India,Vietnam,Eastern
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thought advocatedby Levitt (1983) regarding
standardizationof advertisinganddevelopmentof
globaladcampaignsuchasthe"ChickenTonight"
ad campaign. If, on the other hand, the ad
perceptionswere found to be different cross-
culturally,it would lendcredenceto theargument






cultural differences were evident. Grier and
Brumbaugh(1999) found that asymmetriesin
culturalgroupsdoimpacthemeaningtheyattachto
adswhileRustogi,Hensel,andBurgers(1996)found






functional attributes of advertising (Green,




comparative advertising (Donthu 1998), TV
advertising(Witkowski andKellner 1998;Sherry,
Greenbergand Tokinoya 1999),and perceptions
regardingadvertising'sfunctions,practices,affective
responses,the industry, and advertisingusers








To obtaina betterinsightinto differencesacross
cultureson adperceptions,thisstudywill focuson
all of thevariousaspectsof advertisingperceptions,
includingadvertisingthoughts,beliefs,andattitudes.
For comparisonpurpose,twocountries,bothlocated




advertisingexposurewere chosen. Data were
analyzed using several parametric and
nonparametrictechniquestoidentifysimilaritiesand
differencesin advertisingperceptions.Therestof
thepaperis organizedas follows. First,previous
researchon advertisingthoughts,beliefs, and
attitudesis briefly reviewed. Second,the study
methodologyis discussed.Next,theresultsof the
studyareprovidedanddiscussed.
Cognitive Responses, Beliefs, and Attitudes
Toward Advertising in General
The term "perceptionsof advertising"refers to
cognitive responses(i.e., thoughts,beliefs, and
attitudestoward advertising). As discussedby
Durvasula et al. (1993), thesesperceptionsof
advertisingareviewedasanintegralpartof models
which examineadvertising'seffect on purchase
behavior.In particular,consumers'attitude-toward-
the-advertisement(A.d) is considered as an
importantdeterminantof theirbrandattitudesand






investigated,not much is known aboutattitude-
generalor its determinants. Muehling (1987)
studiedtheattitude-generalconstructandproposed
that this construct is affectedby consumers'
advertisingthoughtsandbeliefs. Usinga thought-
elicitation exercise, he obtained images of
advertisingthatconsumerstoredin theirmemories.
He categorizedthesethoughtsinto the following




representedthe economicand social aspectof
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people's attitude-toward-the-institution-of-
advertising(orattitude-institution,i.e.,advertising's
purpose or effects) and attitude-toward-the-
instrument(orattitude-instrument,i.e.,advertising's
methodsand practices). They providedseparate
measurementscales for attitude-institutionand
attitude-instrument,and also provided empirical
evidence supporting the two scales. These
advertisingthoughts,beliefs, attitude-institution,
attitude-instrument,and attitude-generalwere the
focus of subsequentstudies(e.g.,Durvasulaet al.
1993,Andrews,Durvasula,andNetemeyer1994).
This study will extendthe previous efforts by
examiningdifferencesbetweensubjectsof twoAsian





SoutheastAsia, arethefocusof this study. While
India occupiesthe major portion of the Indian
subcontinent,andhas a populationof onebillion
people, Singaporeis a small city-statewith a
populationof aboutthreemillion. Thetwocountries
sharesomesimilaritiesin socialvaluesin thatpeople
of both countrieshavea positiveview of family,
exhibit respect for elders, and do not display
forthrightcriticismofothers.Thereis alsoasizeable
populationof thosewith Indianoriginin Singapore
(about6 percent).However,this countryin many
waysisculturallydifferentfromIndia,withpeopleof
Chineseorigin forminga dominantmajority(i.e.,
about 80 percent). In terms of economic
development,Singaporeis viewed as a newly
industrializedcountrywhile India is classifiedasa
developingcountry. Givenits strongtourismbase
and an open economy,Singaporeis flush with
international retailing and other marketing










There is alsoa significantdifferencebetweenthe
countriesin termsof advertisingexpenditures.For
example,thead expenditurein India is $0.90per
capita and represents0.3 percentof the gross
national product (GNP). In Singapore, the
correspondingexpendituresare$88.70per capita
and 0.8 percentof the GNP respectively. The
differences are even more revealing when








either at the beginning or end of sponsored
programsonthestateownedDoordarshan.On the




In both countries the samples consisted of
undergraduatestudents,all majoringin business
administration.The averageagewas about20 in
India and21 in Singapore,andbothsampleswere
evenlydividedby sex. A total of 388 subjects
participatedin thestudyin Singapore.Eventhough
thetwo sampleswereclearlynotrepresentativeof
their countries' total populations, they were
relativelymorehomogeneousin amatched-sample
sensewith respectto age,sex,English language
usageandstudymajor.Theuseofmatchedsamples
is consideredasnecessaryin cross-nationalresearch








about advertisingwere elicited first by asking
50
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respondentsto indicatethethoughtsthatcometo
mind with the word "advertising." Numbersand
spaceswereprovidedfor subjectsto list asmanyas
ten advertisingthoughts. An upper limit of ten
thoughtswas consideredsufficient,as a previous
studyindicatedthatsubjectsgenerallylistednomore
than four thoughtson the average(Olsen and
Mudderrisoglu1976).Oncethelistingof thoughts
was complete,subjectswereaskedto go backand
indicate,next to each thought,whether it was
positive(+),neutral(0),or negative(-).
Beliefstowardadvertisingin generalweremeasured
with seven seven-point Likert type (i.e.,
agree/disagreestatements,cf. Bauer and Greyser
1968).Theyincludedfourstatementsmeasuringthe
economicaspects(i.e., Advertisingis essential;In
general, advertising results in lower prices;
Advertising helps raise our standardof living;
Advertisingresultsin betterproductsfor thepublic)
andthreestatementsmeasuringthesocialaspectsof
advertising (i.e., Most advertising insults the
intelligenceof the averageconsumer;Advertising
oftenpersuadespeopletobuythingstheyshouldn't
buy; In general,advertisementspresentsa true
pictureof theproductbeingmeasured).
Attitude-institutionwas measuredby four seven-




as it was a measureof attitude-general.Attitude-
instrumentwasalsomeasuredby four seven-point








the respondents before the questionnaire
administration.As a result,no majordifficulties






analyzed using various parametric and
nonparametricstatisticaltechniques.Resultsare
providedbelow.
Thought Coding andInter-coder Reliability
Sincetheadvertisingthoughtswereself-generated,
a codingschemedevelopedby Muehling (1987)
servedas thebasisfor categorizingthethoughts.
Thevariousthoughtcategoriesusedwere:function










the above six categories,only the affective
responsescategorywasnot usedin theMuehling
studyasit wasdevelopedlater.
A totalof 1735thoughtswerelisted. The subjects
in Singaporelistedameanof 6.8thoughts,andthe
Indiansubjectslistedameanof 4.1thoughts.The





the Indian and Singaporeansamples,codedthe
thoughtsandassignedthemappropriatelytothesix
thoughtcategories.Thosethoughtsoverwhichthe
codersdiffered in their classificationwere later
evaluatedandclassifiedby anexpert.Overall,the
inter-coderreliability(asmeasuredbythepercentof
































"1" wasgivenanda"0" otherwise.This procedure
was repeatedfor other five thoughtcategories.
Resultingdichotomousrepeatedmeasuresdatawere
analyzedfor both samplesand the Cochran'sQ
statistic omputed.It wasfoundthatsubjectsindeed
weremorelikelytohavethoughtsof somecategories
(e.g., function, practice,and affective response
oriented)than the others,both in the Singapore
sample(Cochran'sQ=546.73,df=5,p<.OO)andthe
Indiansample(Cochran'sQ=212.24,df=5,p<.OO).
Next, we proceededto determinewhetherthe
subjects'medianadvertisingthoughtsweredifferent
across the six thoughtcategories(including
miscellaneous),and if so, whetherthe same
differencexistedin theSingaporeandtheIndian
samples.A Friedman's2-wayanalysisofvarianceof





























error at .05. This critical z-value was 2.77.
Comparisonof thez-statisticsin Table 1 with the
critical value of 2.77 revealedthat amongthe
dominantadvertisingthoughts,theproportionof
function-orientedthoughtsweresignificantlyhigher

















prices. A slightly higher percentageof
52
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ThoughtCategory Frequencv Frequency z-value
Number % Number %
Function + 311 17.9 III 28.5
0 110 6.3 21 5.4
- 148 8.5 66 16.9
Total 569 32.8 198 50.8 6.69
AffectiveResponses + 178 10.3 27 6.9
0 23 1.3 3 0.8
- 159 9.2 10 2.6
Total 360 20.7 40 10.3 4.75
Practice + 264 15.2 63 16.2
0 193 11.1 25 6.4
- 172 10.0 33 8.5
Total 629 36.3 121 31.0 1.98
Industry + 12 0.7 10 2.6
0 20 1.2 7 1.8
- 3 0.2 3 0.8
Total 35 2.1 20 5.1 3.37
User + 49 2.8 2 0.5
0 23 1.3 3 0.8
- 11 0.6 4 1.0
Total 83 4.8 9 2.3 2.19
Miscellaneous + 23 1.3 1 0.3
0 25 1.4 1 0.3
- 11 0.6 0 0.0
Total 59 3.4 2 0.5 3.10
Total + 837 48.2 214 54.9 2.39
0 394 22.7 60 15.4 3.18
- 504 29.1 ill 29.7 0.24
GrandTotal 1735 100 390 100






productbeing advertised. In contrast,a higher
proportionof Indiansfeelthatadvertisinginsultsthe
intelligenceof theaverageconsumer.
Next, the attituderesults show that a higher
percentageof bothIndiansandSingaporeanshave










Mean differences The meanresponsesto various
beliefandattitudemeasures,alongwithmultivariate





variancewas performedfirst, as the dependent
measureswere theoretically correlated. The
multivariateresultssuggestsignificantdifferencein




















awareness of what consumers think about
advertisingwill helpthemdesignbetteradvertising
campaigns. Nationally, if the advertising
perceptionsvaryamongdifferentconsumergroups,
thena separateadcampaignis warrantedfor each
marketsegment.Cross-nationally,anassessmentof
the similaritiesand differencesin consumerad
perceptionswould place researchersin a better




countries(Singaporeand India) that have both
commonalitiesand differencesin culture,social
values,economicorientations,andadexpenditures
sharesimilarad perceptions.As such,our work
extendspreviouscross-nationalstudiesin thisarea.
Results indicatethatSingaporeandIndia exhibit
many similarities in ad perceptions. In both
countriesthoughtsabout advertisingfunctions,
practices,andto someextent,affectiveresponses
comprise,a very high proportion(90 percentor
above)of the respectivesamples'total thoughts.
Subjects in both countries also believe that
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Belief:
TABLE 2













DependentVariables S'pore India S'pore India S'pore India
% % % % % %
A. Beliefs
1.EconomicIssues
Essential 90.6 95.5 6.4 2.2 3.0 2.2
Lowerprices 8.0 27.0 10.7 19.1 81.3 53.9
Raisesstd.living 46.5 41.6 29.4 16.9 24.1 41.6
Betterproducts 47.2 56.2 25.8 18.0 27.1 25.8
2.SocialIssues
InsultsIntelligence 19.7 51.7 27.4 10.1 52.8 38.2
Oftenpersuades 62.2 49.4 16.1 15.7 21.7 34.8
Presentstruepicture 17.1 58.4 17.7 9.0 65.2 32.6
B. Attitudes
1.Attitude-Institution
StrongfWeak 66.6 61.8 29.1 16.9 4.3 21.3
Valuable/Worthless 59.5 70.7 29.4 16.9 11.0 12.4
NecessarylUnnecessary 79.6 70.8 12.0 5.6 8.4 23.6
ImportantIUnimportant 66.9 75.3 18.7 9.0 14.4 15.7
2.Attitude-Instrument
CleanlDirty 31.4 57.3 43.5 22.5 25.1 20.2
Honest/Dishonest 13.0 51.7 31.4 16.9 55.5 31.5
Sincere/Insincere 21.4 42.7 40.8 15.7 37.8 41.6
SafelDangerous 28.4 59.6 55.5 21.3 16.1 19.1
3.Attitude-Toward
AdvertisinP-In-General
Good/Bad 67.9 84.3 26.4 14.3 5.7 7.9
FavorablelUnfavorable 65.9 68.5 25.1 11.2 9.0 20.2
PositivelNegative 63.9 82.0 27.1 10.1 9.0 7.9
-~ ----------



















Essential 5.87 6.30 11.79 0.00
LowerPrices 2.38 3.19 20.43 0.00
Raisesstd.living 4.26 3.87 4.43 0.04
Betterproducts 4.27 4.51 1.67 0.20
2.SocialIssues
InsultsIntelligence 3.53 4.01 6.81 0.00
Oftenpersuades 4.72 3.81 7.09 0.01
Presentstruepicture 3.14 4.56 60.77 0.00
B. Attitudes
1.Attitude-Institution
Weak/Strong 5.05 4.88 1.24 0.26
WorthlessNaluable 4.73 5.23 11.54 0.00
Unnecessary/Neces. 5.31 5.20 0.38 0.54
4.95 .5.38 5.56 0.02
2.Attitude-Instrument
Dirty/Clean 4.10 4.87 22.66 0.00
Dishonest/Honest 3.34 4.38 43.31 0.00
Insincere/Sincere 3.76 4.01 2.45 0.12
Dangerous/Safe 4.15 4.98 36.49 0.00
3.Attitude-Toward
Advertisino--In General
Bad/Good 5.04 5.81 27.97 0.00
Unfavorable/favor 4.89 5.18 2.93 0.09
Negative/Positive 4.82 5.83 47.44 0.00
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practice-orientedthoughtsmostoftenandentertained
moreaffectiveresponsethoughts.Perhapsthehigher
per capitaad expenditures(about$88)and wider
advertisingexperiencesbecauseof greaterexposure
to television, newspaper, and magazine
advertisementsexplainthisresult.Further,astheTV
ads are relatively more image-orientedthan
informational,it may explain why Singaporean
subjects also exhibited a higher percentageof







pictureof theadvertisedproduct. Sucha negative
view toward practicesof advertisingmay have






arises becauseof the perceivedgaps between
aspirationscreated by advertising and reality
experiencedbyconsumersin theirstandardof living
as well as marketers'promisesof productquality,
value, andconsumptionbenefitsin India. As an
import-orientedconsumereconomy,Singaporeoffers






This issueis particularlyrelevanto India and
Singapore,as theeconomicooperationbetween
themis increasing.WithSingaporeancompanies













For example,andas discussedearlier,while the
Singaporeans are more likely to entertain






are more likely to entertainadvertisingfunction
thoughtsabout the effectsand effectivenessof
advertising (perhaps due to relatively low




to the type of ad perceptionsnoticed by
Singaporeans.In contrast,subjectsin a 1973study
(Mehta 1973)conductedin Western India had
almost similar attitudestowards advertisingin
generalas found for the Indian subjectsin this
study, implying that two decadesof economic








appearto be inappropriateto standardizeall
advertisingcampaigns,particularlybetweenIndia
andSingapore.Oneimportantissuetobeaddressed
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